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II. TARGETING THE UNIVERSITY STUDENT-MOVE 
BACKGROUND INFORMATION 
At the request of Mr. Dayal, my involvement with the franchise consisted primarily of 
drafting the marketing plan to target the University of Michigan student-moveout market. It 
is to my understanding that one of major reasons for opening up the franchise in April was 
to capture this brief window of opportunity presented by the student traffic moving out of 
the Ann Arbor campus. 
Method 
To assist Parcel Plus in capturing its fair share of the student traffic during the moveout, I 
started by conducting a preliminary survey on-campus', assessing the target market's 
attitudes and feelings toward such available professional services. In doing so, I was also 
hoping to gain some insight into the market's possible purchasing behavior (assuming that 
attitudes correctly predict actions) of such services. 
The results of the survey is presented in Appendix B of this paper. The survey was given 
out in a time span of three days across locations such as the Diag, East Quad, South Quad, 
Michigan Union, College of Literature, Science, & Arts lobby, Modern Language Building 
(MLB), Angell Hall complex, South University Street, one fraternity and one sorority. 
Results & Interpretation 
There are seven! things worth noticing in the preliminary survey results, assuming that toe 
sample was representative of the overall campus population: Firs,, although in the 
aggregate mere was no significant difference between males and femaJes' attitudes toward 
1 For a copy of the survey, please refer to Appendix A. 
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question #4 of the survey, it is interesting to point out that the male students are more likely 
to answer "do it myself, or "my friends will help me move" than their female counterparts. 
On the other hand, female students are more likely to answer the same question with "too 
much trouble moving" or "hire professionals". More importantly however, it is apparent 
that most of the seniors are more willing than their non-graduating friends to use 
professional services such as Parcel Plus in assisting their move. The reasons for this are 
two-fold and are hypothesized as follows: First, being a graduating student myself, I 
know that a good majority of us already have employment offers. Most the companies do 
offer to either pay a lumpsum fee to relocate their new hirees, or to reimburse them up to a 
certain amount (e.g. $3,000) to assist them of any out-of-pocket expenses. 
These students then, especially those that face the reimbursement option, do not really care 
about the costs and would only be too happy to let professional services handle their move. 
Secondly, moving away from Ann Arbor for good is very different from leaving the town 
for a summer. Most students find it uneconomical to spend too much money on moving 
for the summer. As a result, they either chose not to move (if they renew their leases with 
their current apartments) or they could simply store away their belongings for the summer. 
They probably do not need all their stuff during the vacation anyway if they are going 
home. All these factors suggest then, that unless Parcel Plus can offer a phenomenal deal 
to these students (and beat out competition), it is unlikely that they will turn to PP or other 
professional moving services at all. They also seem to suggest that Parcel Plus should 
target the graduating students and/or students who are moving away permanently for its 
student move-out program. Looking at the current market, it also seem to coincide with the 
fact that more plain packaging for the purpose of storing these away services are offered 
than the actual transportation of belongings from one city to another. 
\ 
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The survey also seems to indicate that students in general probably will turn to Parcel Plus 
and its competitor more for other smaller services such as photocopying, faxing, binding, 
laminating, and small package delivery (question #5 and 6). This is especially heightened 
when the subjects are made to reflect on their answers and also have the opportunity to re-
answer the question about which stores they think best suit their needs for these services. 
After taking into account different factors and prioritizing those that are really important to 
their decision making, over half (54.4%) of the respondents (up from 35%, "pre-
reflection") included stores such as Mail Boxes, Etc. and Parcel Plus in their invoked/ 
consideration set. A rating that is almost four percentage points higher than their second 
most frequenfly mentioned choice, local bookstores such as Michigan Books and Supplies 
and Ulrich's, and Kinko's. 
More importantly, when asked about which factors were critical in arriving to this 
conclusion, convenience (95.6%), location (91.1%), and range of services (75.6%) 
were mentioned as the top three factors. The next most important factor, price, trails 
behind substantially with a mere 45%. This seems to suggest that students are willing to 
knowingly pay a premium in exchange for convenience and a broad range of services. It 
also suggests that student discount programs probably will not be very influential in 
students' decision making IF the store is located at an inconvenient location or if the store 
only offers a limited menu of products and services. More studies are recommended to 
find the exact correlation between discounts and the top three factors in order to assess the 
effectiveness of such a student discount program (the store owners have expressed interest 
in implementing one). 
It was also interesting to see that while a broad range of services is very important to our 
target market, the level of service is not nearly as essential (19.1%). The reason for this 
can be, for example, that most students prefer to do their own photocopying anyway. It is 
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cheaper, possibly faster, and less mistakes are likely to occur because students are familiar 
with which pages they want to photocopy. This is not to say however, that quality of 
service is entirely irrelevant. As the price of a purchase increases, as in the case of point-
to-point moveout services, students are also definitely more concerned about quality and 
level of customer support. This is almost exactly the opposite in the case of price. As the 
cost of a purchase increases, it is only natural that students will also be more preoccupied 
with price comparisons. I believe this is where the student discount program can come in 
useful. Instead of offering the students a flat 10% discount on all services as planned, 
Parcel Plus can be better off by offering discounts only on moving services. 
Additionally, it is probably safe to classify student moveout services as a relatively low 
Motivation, Ability, and Opportunity (MAO) purchase for our target market. By this I 
mean our typical target consumer probably does not spend a lot of time and brain cells in 
selecting which "brand" to buy for this kind of service, probably does not feel too strongly 
about any brand (unless there has been previous unpleasant experiences with a particular 
store), and probably would not care nor have the time to seek out the best brand (especially 
those that do get reimbursed or do not have to pay at all). A good enough and not 
necessarily the best choice would suffice, as long as the price differential is 
discriminatingly great. 
It is important to take into account factors such as motivation, ability, and opportunity 
because attitude alone often is not sufficient to predict behavior. Taking this into 
consideration, it can be surmised then that factors that affect any of the three components of 
MAO in turn affects decision making as well. It is important to realize that a high 
motivation (or ability or opportunity) alone will not be effective in inducing behavior either. 
The three components must work in conjunction and understanding how they work 
collectively helps improving our chance in attracting our target market. In the following 
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section, I will briefly define each of the MAO components and discuss the factors that have 
an impact on each. 
13 
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aanbu.es (type of service, e,e.), whereas novices could do so only if the information was 





Based on the survey and the advertisements placed on the Michigan Daily around this time 
during the previous year, it is apparent Mail Boxes Etc. (MBE) is still one of Parcel Plus' 
biggest competitor. Due to a greater awareness (perhaps even top-of-mind) of its 
brand/store name, Mail Boxes Etc. was mentioned almost exclusively whenever the 
students are questioned about products and services that range from photocopying to 
furniture shipping. MBE then, competes across all major categories that Parcel Plus is 
intending to contest. 
Other competitors in the area of parcel shipping and handling include firms such as Small-
Moves Worldwide, Master Key Ministorage, National Ministorage, Corrigan, A-l Student 
Moving, In-Storage, Mail Shoppe, the Packaging Store, and Stowaway Self-storage. 
Notice that in accordance with the hypothesis that students in general prefer to store away 
their belongs during the summer (if not renewing their lease), there is a proliferation of 
storage services that competes for a share of the same market. 
Furthermore, some of the smaller competitors are run by students and have special deals 
with certain dormitories when it comes to the student moveout. For example, it is known 
that one of the smaller shops has an exclusive relationship with various dormitories to take 
care of its traffic of students moving out for the summer. Since exclusivity ensures 
volume, firms such as this can drive down their prices in order to attract markets outside 
the dormitories. Because it is unlikely that Parcel Plus will be able to compete with these 
firms on the basis of price, this is yet another reason to concentrate on the market of 
graduating seniors or transfer students that are leaving for good in conjunction with the 
other previously mentioned reasons. However, it may be possible for Parcel Plus to 
negotiate shorter term, more flexible contracts with these dormitories as their agreements 
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with their current suppliers come up for review. Further studies are recommended to 
assess the attitude of the responsible University officials on this subject matter. 
Outside these smaller shops, bigger establishments such as MBE and Corrigan offer prices 
around the same level. However, again, it seems like MBE is the only major chain that 
offer the same broad range of services as Parcel Plus. This is an advantage for both stores 
since the day-to-day services such as photocopying, etc. can help increase the firms' 
awareness and establish a relationship between the franchises and their customers. 
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CONCLUDING THOUGHTS 
• On the other hand, the target market for the smaller day-to-day services (photocopying, 
faxing, etc.) includes the other student groups: 
. Would pay premium for convenience, location, and broad range of services, 
• Parcel Plus and competitors ranked as number one choice when it comes to 
these services, 
• These services are relatively low MAO purchases, 
• Target market not too price-sensitive; student discounts on these products and 
services probably will not increase store traffic and revenue significantly. 
• On the other hand, the most feasible target market for the student moveout program is 
graduating seniors or students transferring out of University of Michigan, Ann Arbor. 
This group has significantly different needs and considerations. 
• This group is relatively less concerned about cost and more willing to spend on 
hiring professionals since the move is more permanent. 
• Since these customers represent sizable amount of revenue for Parcel Plus, the 
franchise should try to magnify its customer group's Motivation, Ability, and 
Opportunity in selecting Parcel Plus as the brand of choice. This can be done through 
steps that is summarized in the previous section's conclusion. 
• MBE is the only major firm that competes in all categories with Parcel Plus. Their 
advantage over us currently is their level of awareness. 
• Dormitories that have exclusive contracts with our smaller student-run competitors are 
unlikely markets for Parcel Plus for the present time. However, there is still some 
opportunity if Parcel Plus can negotiate contracts (maybe more flexible and shorter term 
contracts) with some of the dorms as their agreements with their current supplier 
expire. 
• Outside of these firms, price level is pretty consistent->possible opportunity for a 
discount program. 
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